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Purpose.The purpose of conducting the Branson Coronavirus
Recovery Preparedness Research was to better understand the current
sentiment of prospective Branson visitors and to determine the best
way to position the area for a safe return of visitation in the coming
months.

Target AudienceThis study was conducted among past Branson

visitors who had previously provided their email address as part of the
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research program. This list was mindfully chosen as a base because it

intentionally represents those people known to have visited Branson

in the past. Thus, the intent was to measure the attitudes and

opinions of people known to be past Branson visitors. Throughout this

report this audience is referred to as Branson Visitors.

Sample A total of 477 responses were collected for this research,
providing for a maximum margin of error of-4/5% at a 95%

confidence interval. The survey was conducted online over@ay0

period that began on Tuesday, April 28 and extended through
Thursday, May 7, 2020. The average respondent invested 21.5 minutes
completing their responses.
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Tale of Two Travel Populations

I Branson Visitors exhibit mixed attitudes and opinions.
While the vast majority have been wearing masks when
they are out in public (70%), fewer than half (46%) of those <
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masks away from home.

I There are also differing opinions on the types of places
people feel safe visiting. Branson Visitors say they would ! -
feel safest visiting places like local supermarkets, e
parks/trails, outdoor attractions and activities, A e e
hotels/resorts, vacation rental homes, churches/places of
worship, restaurants/bars and shopplng centers.
Conversely, the places they would feel least safe visiting
include international flights, cruise ships,
conferences/conventions, offite business meetings,
indoor sporting events, schools/universities, and domestiq
flights. Bottom line, Branson is positioned better for
success in 2020 than many of its traditional competitors.

| Additionally, more than half say they intend to take a

domestic leisure trip in the next 3 months. But, likewise, @i
nearly as many say they will not likely resume travel this e
quickly. 2



First to Return Will Likely Look Different
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In order to feel comfortable with resuming leisure travel,

respondents say they would like to see local and/or statewide
stay-at-home restrictions lifted (47%). This is good because itis
largely already happening in most states. But other cues sought
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in the U.S. (46%) and another 45% would like to see an approved & . &
vaccine implemented before they are comfortable traveling. This”
contributes to the bifurcation seen among travelers.
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Overall, 54% of respondents indicate they would visit Branson inh
the next three months. And, nearly ofmpiarter say they would
be among the first to return with those under 55 and living
within 150 miles of the area most likely to be the first to return.
Nearly half said it may take a while, but they suspect they will b
back to the area later this summer or early fall. Finally, nearly on
in five said they probably will not visit Branson this year.

When returning to Branson, respondents say they feel that
shows/theaters (84%), shopping (67%) and beautiful scenery
(63%) will be most important to their visit. This is good news, but
interesting, because these same respondents also_indicated that -
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visiting. This is an area where additional folow questions will
likely be required in future surveys to better understand at a
deeper level how such decisions will be made.



Key Messages Should Focus on Safety 4

I Branson Visitors feel that the most appropriate types of
messaging destinations can use in these uncertain times
include the actions businesses are taking to keep guests
safe and healthy (83%). Additionally, they would like to se_
messaging that reminds them Branson is open for busineg
(78%) as well as offers for discounts, deals or bargains
(74%). However, the most motivational ads (in their mind<F8
would be ads that feature offers for discounts (75%) and/cc==="""
messaging about the safety precautions businesses are F== f'
taking (74%). Overall, the most important message that =4
Branson Visitors say they want and need to hear from : 3
Branson is information regarding what area businesses ar.
doing to keep visitors safe. In the end, trésponse
toppedthe need for discounts by a margin of nearly 2:1.

[ This aligns with the issues that create trepidation among ¢
Branson Visitors. More than twibirds say they are
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visitors safe and/or other guests will nedcialdistance or
will get too close to them. These are issues with which weE g
must all be aware and taking actions to avoid. ¢



Most Popular Design Changes

I The preferred types of design changes most desired b
Branson Visitors also may very well be the easiest and
least expensive to implement. That is, deep cleaning o
surfaces (81%) was the single most popular idea
evaluated;we just need to make sure potential visitors
know all the things each hotel, show, attraction,
restaurant, shopping center, etc. is doing to keep them
safe.

I Similarly, hand sanitizers being installed in convenient
locations (78%) placed second in importance, screeni
employees prior to their shifts (76%) placed third and
capacity limits at the door/gate (63%) are the fourth
most popular idea evaluated. Conversely, on the other
end, far fewer Branson Visitors liked the idea of more
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(40%) or even taking temperatures at the door (56%).




